The article analyzes the process of structuring the marketing of agricultural enterprises in market conditions and its impact on the safety of the agricultural sector. After a brief analysis of recent researches, author considers some general concepts of marketing management. Detailed attention is paid to the stages of the process of marketing management and eight stages of the process of marketing management of agricultural enterprises. In the stage 1 a comparison of different types of market analysis is given. In the following stages are analyzed: selecting the market segments, choosing the concept of the agricultural enterprise, formation of marketing strategies, singling out the marketing mix, planning and development of marketing programs, the organization of marketing activities, coordination and monitoring and analysis of marketing of the enterprise. At the end of the article four key rules of marketing management for proper marketing management in advanced enterprise are specified. For proper organization of the marketing management in the developed enterprise, author suggests that four basic rules of marketing management should be used: "primary communicator", "establishing of interconnected system between market players", "integration of PR and advertising", and "marketing control and audit".
others. Also, solving problems related to the implementation of marketing concepts in agricultural business and management of marketing processes is reflected in the works of scholars: Boyko V. I., Danilenko A. S., Zayinchkovsky A. A., Zinovchuk V. V., Imas E. V., Kamilova S. R., Kovalenko Y. S., Nelep V. M., Houdoliy L. M., Shpychak A. M., and others.
The process of marketing management of agricultural enterprises is a systematic series of actions and measures of marketing management for achieving business objectives and customer satisfaction. The constituent elements of the process of marketing management are: analysis of the market and consumer's needs, the choice of target market segments, the choice of the conceptual foundations of activity, formation of marketing strategies, allocation of the marketing mix, planning, developing of marketing program, organization of marketing activities, coordination, monitoring and analysis of marketing activity of agricultural enterprise.
PROCESS OF MARKETING MANAGEMENT
The process of marketing management of agricultural enterprises consists of several stages. This process takes place in a certain environment -marketing environment. The components of this environment are the enterprise (company), suppliers, intermediaries, clientele, competitors and contact audience.
Stage 1
At the stage of market and consumer needs it is necessary to perform the market analysis: its potential, capacity, market conditions, demands, consumer's behavior, the possibilities of the firm, the level of competition, etc. are being studied.
Besides, the rate of management quality in general, marketing organization structure, the quality of all functions of marketing management, the results of marketing activities are being analyzed. This analysis involves the transformation and understanding of the information, establishing its reliability, completeness, accuracy etc. Structural map of the agricultural enterprise market shows: 1) description of the agricultural market (description of the branch, including its current size and historical growth rates, and other trends and characteristics); 2) competitive analysis (identification of their competitors at the level of product or service and market segment); 3) assessment of consumers needs (necessity of category, demand for the products at the agricultural market, the essence of buying process); 4) analysis of consumer expectations, the study of client perception (the study of the most important criteria of quality of service in terms of customer -what he expects and hopes to gain by acquiring service).
There are a variety of methodologies of market analysis: SWOT, PEST, and PESTLE -analysis. Differences in the use of these types of analysis are the following: PEST-analysis provides market research and SWOT-analysis -examines the enterprise's position in this market. 1) the threat of the emergence of competitors (how easy or difficult for new members is to start competing, what barriers exist), 2) the threat of the emergence of substitute products (how easy is to replace the product or service, e.g. making it cheaper), 3) market possibilities of buyers (determining the influence of buyers position, their ability to order large volumes), 4) market possibilities of suppliers (influence of the sellers position, identifying potential of suppliers, their quantity, the existence of monopoly), 5) the level of competition among existing enterprises (the presence of strong competition between the existing businesses, the presence of the dominant party or equality in strength and size. Sometimes the sixth competitive force is added: Government (Porter, 1998, p. 242) .
The method of selecting the strategic directions of innovative development (innovation strategies) of the enterprise, which allows to identify and assess the competitive advantages of a certain company or activity (goods), depending on the market share that they hold, and their level of profitability, see. 
2.2
Stage 2 -selecting the target market segments.
Selecting target markets:
 Measurement and prediction of the market demands, identifying the market segments and substantiation of target markets.  Information on agricultural target marketlimitation of the target market to an acceptable size. Many companies make the mistake of trying to appeal to a large number of target markets.
2.3
Stage 3 -choosing the concept of the agricultural enterprise.
The priority is given to the application of innovative concepts in synergistic use.
Stage 4 -formation of marketing strategies
The formating of marketing strategies means defining goals and objectives of the enterprise in the market segments according to the market situation and the possibilities of the subject which includes goals and measures. Selecting and forming strategies of differentiation and forecasting of marketing proposals; definition of significance and choice of suppliers, identifying of potential competitive advantages, choice of communicative measures for positioning the enterprise, selection of competitive differentiation tools; creating marketing strategies for market leaders, innovators, followers and owners, developing the strategies for the global market, assessment of global marketing environment, developing pricing strategies and programs: establishment and adaptation of price, selection of decisions about reactions to price changes.
Stage 5 -singling out the marketing mix
Model 4P -marketing mix consisting of such elements as product, price, distribution (place) and promotion (suggested by Jerry McCarthy in 1964.). In the Concept of McCarthy all four elements of the marketing mix start with the letter "P". The "4P" concept of McCarthy was first published in 1965 in the article "The Concept of the Marketing Mix" by Neil Boden. Later, as opposed to this model, the models 7 P, 12 P appeared (Otlacan, 2005, str. 34) .
There is another known attempt to change the canonical "4P"formula, shifting the focus from the seller to the consumer, however, by complete abandonment of "P" -this is the concept of "4C" suggested by Bob Loteborn in 1990. Obviously, the model 4C allocates preferences of consumers as a priorities and the model 3C focuses on the environment of the enterprise. Formation of the marketing mix only on the basis of these models is almost impossible, as the studies of these spheres in a market analysis are already carried out, but logical integration with the marketing mix could bring positive changes in the formation of the marketing mix.
2.6
Stage 6 -planning and development of marketing programs.
Marketing program of the agricultural enterprise is its formation, based on strategic goals of production and sales objectives of the enterprise and ways to achieve them. The first step is to identify priority areas of marketing of the enterprise which are defined in the plan. The second step is to develop different versions of marketing programs, which should facilitate the implementation of the relevant areas of marketing. Marketing program solves three main tasks:
1) determining the volume of new production and improving old products in bulk and value terms for current and prospective period, 2) selection of the target market and final consumer considering their requirements and needs in production, and
Fig. 2 Model of 4P, 7P, 12P dependence
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Fig. 3 Relationship of the marketing mix models
3) comparison of production costs, prices and profits for each specific product. For data processing modern information software is used including: Marketing Expert, Marketing GEO, Marketing Analytic. "Pro-Invest Consulting" has developed a set of programs -Marketing Expert, which consists of three independent programs (Marketing Expert, Marketing GEO and Marketing Analytic). (Vynogradov, 2005, str. 46) Application of the three methods in the integrated model is presented in Figure 3 .
2.7
Stage 7 -the organization of marketing activities, coordination.
The system of marketing services organization is very important. Such services are the prerequisite for an individual approach to the development of organizational and functional systems of marketing management. The organizational structure of the enterprise marketing activities can be defined as a set of services, departments and divisions, which include workers involved in various marketing activities.
Organizational and management structure of the marketing is aimed at: performed functions, goods and customers; regions of service. There is no universal scheme for marketing organization. Marketing departments can be created on different bases. Choice of organizational structure of marketing is conditioned by: the peculiarities of target market segments and product range of the enterprise; functional specialization of departments; distribution channel type, the presence of sales personnel; territorial factor, -since the structure of organizational flexibility of management structures, i.e. the ability to react quickly and in time to various changes is essential for the adaptation of the enterprise to the new realities of life.
Stage 8 -monitoring and analysis of marketing of the enterprise.
This process is carried out to verify the effectiveness of the application of marketing at the enterprise, detection of threats and their localization. Control and analysis of marketing of the enterprise is the final phase of the process of marketing management. This stage is aimed at the consideration of the nature of feedback in the activities of marketing services and includes features of analysis and diagnostics. Control of marketing activity is a means to assess the executed marketing concepts of the enterprise in set and achieved goals.  the rule of "primary communicator" -the basic employee, whose purpose is to develop strategies of products promotion, marketing organization, monitoring the implementation of planned activities, etc.
 the rule of "establishing of interconnected system between market players", according to which while developing measures of marketing management it is necessary to consider partnership with suppliers, customers, internal partnership and conditional partnership with competitors.
 the rule of "integration of PR and advertising" -a combination of PR and advertising functions.
 the rule of "marketing control and audit" -in order to achieve the results of marketing management it is necessary to exercise systematic control at all stages in order to correct the marketing management process see " Fig. 4 Basic rules of marketing management".
Fig. 4 Basic rules of marketing management

CONCLUSIONS
Thus, the process of marketing management of agricultural enterprises in conditions of market economy includes a set of interrelated activities on market analysis, identification of consumer needs and major market segments, the choice of conceptual frameworks of developing the marketing strategies, marketing planning, organization, coordination and control of marketing activities in the process of securing the agricultural sector.
For a detailed study of the environment of agricultural enterprises it is suggested to consider desires and interests of stakeholders, as the system performance responsibility (Accountability Scorecard -ASC) aimed to find the point of balance of the interests of the companies and their stakeholders. For marketing programs processing, modern information software, as for example: MarketingExpert, Marketing GEO, or MarketingAnalytic can be used.
On that way, the selection and differentiation strategies forming and marketing offers forecasting, the determination of significance and selection of suppliers, the identification of potential competitive advantages, the choice of communicative actions for the enterprise positioning, the choice of tools of competitive differentiation, creating marketing strategies for market leaders, development of strategies for the global market, the evaluation of the global marketing environment, development of pricing strategies and programs, they all are the main directions of marketing management.
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